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Abstract 
Many organizations help communities through their initiatives involving corporate social responsibility (CSR) or sponsor their 
employees to embark on volunteer-work through non-profit organizations. Though not obvious, there are three ‘domains of 
impact’ when such endeavors are encouraged; (1) the person who is volunteering, (2) the community and (3) the donor 
organization where the impact is less direct. This paper attempts to make these domains of impact more visible, thereby 
connecting the three domains in such a way that it becomes beneficial for all, a win-win situation. Underpinning this relationship, 
is a holistic coaching model that can foster growth in all these spheres. The validation of this coaching model revolves around, 
how an organization can contribute to the wider community in terms of developing infrastructure and people, whilst also 
developing its own leaders.  
© 2014 The Authors. Published by Elsevier Ltd. 
Peer-review under responsibility of the Academic World Education and Research Center.  
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1. Introduction 
The International Organization for Standardization (ISO), strategic advisory group describes Corporate Social 
Responsibility (CSR) as “a balanced approach for organizations to address economic, social and environmental 
issues in a way that aims to benefit people, communities and society” (Leonard & McAdam, 2003). However, 
coming to a consensus on what to make of CSR may be problematic, as companies are diverse in nature. This, in 
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turn results in each individual company approaching CSR in unique ways (Humphreys & Brown, 2007). In spite of 
the definition of CSR being a contested concept, all companies can agree that CSR actions are those “that appear to 
further some social good, beyond the interest of the firm and that which is required by law” (Mc William &Seigel, 
2001). What is less understood is that CSR is a type of investment (McWilliams and Siegel, 2001) which creates 
opportunities for expansion and growth. Nevertheless, what began as an answer to the public response to ethical, 
social and environmental issues they had previously not considered as their business responsibility, is now a major 
priority due to the rankings given by myriad organizations that help attract publicity (Porter & Kramer, 2006). 
It is still questionable if CSR actions are as effective as they could be. Currently CSR efforts are seen as not fully 
effective because it seems to have pitted business against society when they should be interdependent, and because it 
pressures companies to think of CSR in generic ways instead of in the way that is most appropriate to the firm’s 
strategy (Porter & Kramer, 2006). What is more, the strategies used by many companies to deal with social 
responsibilities are not strategic or operational but cosmetic. Published documents such as CSR reports rarely 
exhibit a coherent framework and an assessment of CSR to demonstrate the impact (Porter & Kramer, 2006). For 
example, philanthropic initiatives are typically described in terms of dollars or volunteer hours completed but not in 
terms of social impact or human capital built. As a result of not having a steady framework, uncoordinated CSR and 
humanitarian activities become detached from the company’s goals and strategy, and have neither a meaningful 
long-term social impact nor strengthen the firm’s long-term competitiveness (Porter & Kramer, 2006). There is no 
doubt that altruism alone is a virtuous characteristic of a business that helps enrich the community in which it 
operates. Yet altruism by itself frankly just giving for the sake of giving, may only be short-term, and if seen as a 
cost, may reduce CSR initiatives. “Altruism is a double edged sword”, while making the company look good in the 
eyes of others because the society benefits, if done without proper strategy could compromise the company’s 
competitive edge.  Since any business’ main priority is its economic goal, in times of tough competition, CSR 
activities may seem meaningless and bothersome. In times of competition even dominant leaders are preferred to 
altruistic (prestigious) ones (Halevy, Chou, Eileen, Cohen & Livingston, 2012).  
The above mentioned discrepancy between CSR activities and economic goals can be reduced by integrating 
business and society. Instead of fragmented and unrelated efforts to satisfy different stakeholders or corporate 
pressure points, companies should look to take action that would support both their communities and their business 
goals (Porter & Kramer, 2006). Enhancing the interrelationship between firms and society, while anchoring it in the 
business strategies of the specific firms, can avoid risky decisions on CSR (Porter & Kramer, 2006).Additionally, if 
firms were to analyze their prospects for social responsibility using a similar framework that guides their core 
business choices, they will find that CSR can be much more than a less-than-necessary cost, a constraint or a 
philanthropic initiative-it can be an opportunity for potential growth, a source of innovation, competitive advantage 
and even foster organizational citizenship behavior (Porter & Kramer, 2006). Also, working according to a 
conceptual framework can assist companies in addressing the key social issues in an effective way that will enhance 
the company’s performance as well.  
Jenkins (2009) talks about the importance of a holistic model that includes the community in the practice of CSR. 
The sense of community is about well-being, when each person feels valued and part of a whole in which they can 
also express their individuality. Paul Polman, President of P&G Western Europe stated that “for business to be 
really sustainable in the long term, companies need to link business opportunity to sustainable development and one 
needs to go beyond CSR to embrace corporate social opportunity’’(Grayson & Hodges, 2004). Hence, in order to 
link the volunteer, the donor organization and the community in a sustainable manner, one needs to look at a more 
robust and complete framework that encompasses the holistic nature of growth in all these three segments. 
Silva (2012) developed a holistic model for human growth and development which was first applied in higher 
education to measure the efficacy in Higher Degree Research students (Silva &Yarlagadda, 2012) and  then success 
in engineering by applying to undergraduate Engineering students against a competency framework (Silva & 
Yarlagadda, 2013). The coaching model used (Figure 1), P3-Growths (Silva, 2012) was aimed at promoting holistic 
growth in individuals, organizations and communities. Growth is seen to occur in 3 progressive stages as captured 
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by the P3’s termed presence, purpose and partnerships, through an individual’s ability to be fully present (self-
aware), with a clear purpose (self-decisive) engaged in a partnership (self-directed action) towards change. This is 
likened to stages of biological growth as seen in how a seed germinates and anchors to the soil (presence), develops 
a shoot system that promotes vertical growth (purpose) and develops leaves and branches that helps spread out 
(partnerships) that result in the tree bearing fruit. Essentially the P3’s define the depth, height and breadth of all 
relationships respectively. Holistic growth is seen as the extent to which a person can develop in these P3's as it 
relates to three levels of relationships; I (with oneself), You (with another) and We (with a group or audience), and 
is captured in a 3x3 matrix consisting of 9 progressive steps, each step building on the success of the preceding step 
(Figure 1). The individual steps range from self-awareness to connect, from establishing life’s purpose to developing 
a personal brand, from mentoring to empowering, from leadership to leaving a legacy (Silva, 2012). 
 
 
 
  
 
 
 
 
 
Figure1. P3-Growths Model, reprinted with permission 
This paper aims to develop and validate a framework based on the P3-Growths model, as it applies to the 
development of corporate leadership and communities as a whole. It attempts to make the mutual impact of the 
volunteer, donor organization and community, more visible, thereby connecting the three domains in such a way 
that it creates a win-win situation to all entities concerned. The question explored in the paper, revolves around, how 
an organization can contribute to the wider community in terms of developing infrastructure and people, whilst also 
developing its own leaders. The preliminary results of this study are presented here. 
2. Methodology 
A total of 96 volunteers from the United States, Canada, Europe, Australia and Sri Lanka, who came together to 
build houses in rural communities in Sri Lanka during different times within a period one  year, were chosen for this 
study. Interviews and focus groups were conducted using a few structured questions on the benefits of volunteerism. 
The participants were encouraged to talk and discuss about the life skills involved in the experience of their two 
days/ five days/ week-long/two-weeks long activity of building the houses and interacting with the people in the 
local communities. They were also asked to comment on these skills that maybe transferrable in their workplace or 
organization. All interviews were transcribed and a thematic analysis was conducted on the raw data (Table 1). 
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Table 1: Systematic breakdown of the various stages of the research procedure 
Phase I  1.1)Researching the competencies, values and skills involved in volunteerism(VSV)  
1.2)Understanding the context under which these values are developed and sustained 
1.3)Relating these values to a coaching model (P3 growths model)developed for building both personnel 
and communities (Silva, 2012).   
Phase 2 2.1) Compare the organizational values/competencies (as per the company competency framework) with 
that of the aforementioned coaching model with VSV superimposed, thereby enabling the company 
values/competencies to be quantified in community based projects. 
2.2) Conduct a gap analysis and recognize the organizational requirement. 
2.3)Conduct a needs analysis of the community (a mediating NGO may have built their community-
building initiatives around these needs) 
Phase 3 3.1)Leadership and human resource development in the community through volunteerism using structured 
activities that involve teamwork (informed by phase1, 1.1 and 1.2) 
3.2) Establish the gain to both the community in terms of infrastructure and, the company, in terms of 
individuals being developed on pre-determined values. 
3. Results 
Phase 1:The themes that emerged in the analysis were: Mind set shift and perspective, self esteem and confidence, 
patience, ability to manage diversity, teamwork and synergy, planning and organizing, problem solving, leadership, 
communication and listening, innovation and thinking outside the box, respect, flexibility, openness to learning, 
humility-reality check and acceptance, motivation and encouragement, appreciation/gratefulness, humour and fun 
while working, concern for others and sharing, building relationships, social conscience, corporate citizenship 
behaviour, commitment and altruism  
 
Phase 2: The client organization chosen for the study, was an advertising agency of 60 employees operating in 
Colombo, Sri Lanka. Table 2 presents its competency framework, along with corresponding VSV and steps from the 
P3 Growths model. 
 
Table 2: Competency framework of the advertising agency with the corresponding VSV and steps from P3 model 
 
General competencies of the advertising 
agency  
Compatible Competencies of volunteerism (as per 
table 1) 
Steps from the 3P, 9 steps 
model 
Business acumen   
Passion and commitment  Commitment  Step 4 
Planning and organization  Planning  and organizing   Step 4 
Creativity with relevance  Innovation and thinking outside the box Step 6 and 9 
Interpersonal skills  Communication and listening 
Patience, Concern for others   
Steps 2 and 3 
Networking  Building relationships  Step 3 
Teamwork   Teamwork and synergy  Step 3 
Strategic ability and problem solving  Problem solving  Step 4  
 
Phase 3: Phase 3 can be implemented with the collaboration of the company who desires to focus their CSR 
activities on community building, whilst also using the opportunity for building leadership capability amongst the 
company executives. The participants will be volunteering in a community building effort under the direction of a 
NGO, who will give the necessary basic training in the technical roles of the work involved. For example Habitat for 
Humanity in Sri-Lanka engages volunteers in building houses and other infrastructure such as schools, libraries with 
the families who are direct beneficiaries of the infrastructure also contributing to the effort (HFHSL, 2013). 
4. Evaluation of Effectiveness 
The aim of coaching will be to implement a series of workshops prior, during and after the volunteering efforts, 
to inculcate the values established in phase 2. The workshops will be conducted to espouse these values and to 
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reinforce these in line with the company values, so that the volunteers return to the organisation with the benefits of 
the coaching. After coaching, a presentation to the company by the participants of their learning experience, can 
help give the opportunity for participants to summarise their learning both through CSR activity and through 
coaching over this period of time.  
What is evident is that the values that the company desire to be developed in the employees are less than what 
Table 2 covers. Also there are qualities that the company desires, that may not be covered by volunteerism, e.g. 
Business acumen. The purpose of the coaching is to create awareness leading to self-directed action in the 
employees, as far as the organisational expectations are concerned. In order for this to happen, one needs to know, 
the nature of the volunteering activity (e.g. building a house), length of time engaged and respective roles of the 
participant volunteers. This will then help decide how and when to conduct coaching workshops to consolidate their 
learning towards the purpose outlined above. One also has to decide on the measurable outcomes as far as the values 
of the company are concerned and what specifically one wants to address through the coaching workshops. This will 
help work out the order of the workshops, and when to conduct them with a clear purpose behind each workshop. 
One needs to keep in mind that the competency framework is progressive (step 2 competencies need to be covered 
in order for step 3 to be addressed). Furthermore, coaching workshops will be conducted prior to, during and after 
the volunteering activity. Prior coaching will help establish some clear goals for the participants both in line with 
their personal sense of development and also in line with company expectations for them. Coaching sessions during 
the volunteering activity will focus on reflective learning from the activities they have done so far, but guiding them 
specifically towards certain goals and focussing on specific themes. After- coaching activities will be reflective of 
the whole experience and aimed at specific action-directed to how these learnings can be applied in the corporate 
environment and in their personal lives. It can also be used to do an overall evaluation of the original goals set by 
them and how they have achieved them.  
It is important to note that all 9 steps in the P3-Growths model will be difficult to implement given the limited 
competencies involved in volunteerism alone and the company competency framework. This is also the case due to 
the limited time allocated for these activities given that change and growth within a person is a process over a longer 
period of time. 
Both phases 2 and 3 can only be conducted with the collaboration of organizations who serve communities 
through their CSR initiatives such as Non Governmental Organizations (NGO). In this case, the role is simply to 
connect the employees with the activities of the NGO and build the coaching initiative for the employees around the 
activities conducted by the NGO. If this is the case, then one limits the validation/testing of the coaching model to 
specific NGO activities/projects and the values (or themes) have been derived from these communities. If one 
assumes that the NGO is directly working to provide for the infrastructure and social needs of the community, then 
the gains to the community can only be assessed by the mediating NGO. In this case, the researchers can only assess 
the gains to the organization and the individual volunteers. 
In conclusion this study aims to build on the initial findings to validate a coaching model that includes the VSV, 
so that organizations can develop their human capital through the initiatives of CSR by sponsoring more 
community-building programs, whilst also developing their own human capital by sending their employees to 
actively participate in the projects. 
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